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Td>acco Company 


MPLINDA A. aiMMONS 

Ootooer 4, Pjjid SaW MartwHn^ Manager 

3^0‘Wwjm PvK Su*te 111 

To; Mr# ». K, Btookdttl® Barwyn, PA 10312 

215.<U7-anu 

Re; Nif Statw Fttlr Proaafam " 109a F^SIB-WZ-BSOI 

Dear Bryan; 

This report provides » t^omprehenoive auinmBry of program jelomente, 
implementation, and results of ah opportunistic promotion rpovntly 
executed in the Syracuse Dlvlslen in support of the NY Stgte Fair. 

Hopefully, the WINSTON BBU will agree that this is.a str<mff» effective 
and efficient program which deuerven oonsldcFatlon hi the Brand’s plans 
for 1994, 


BflSligtpund 


opportunletlo 


1993 represents the second year of BJR involvement in an| 
program with the NY State Fair. The Fiiir is a major evept within the 
state of New York, achieving a record attendance this year of 860,807. 
The Fair runs for twelve days (in 1993 fruui August 26th through 
September 6th). NASA FSIM Frank Petto and 1 visited the NY State 
Fair with DM Scott Steen on Wednesday, Sept. 1 in order! to gain a 
first-hand assessment of the program. 

P rogram Rlemants 

Free AdmisBion Tickets at Retail 

40,000 offers were placed at retail, consisting of ajfree Fair 
adinlssion ticket with the purchase of three pacha Of WINSTON. 
In 1992, the same offer was delivered, but ^th a $-pack 
purchase. Because last year's offer sold ap well, $cott was 
oonfident that the purchase requirement could be liaised to three 
packs 




The Pair provided RJB with 10,000 free tickets, ^y tickets - 
xedoomed above that number up to 40,000 cost RJIt $2.00/ | 

ticket. I 

To penetrate retail as much as possible, Scott alsd utilized 
a Distributor Assist Program (DAP). 




•I 





As In 1882, this retail offer sold extremely well. I There were 
19,106 tickets redeemed at the Fair, equating to a 48% 
redsmpUuu rat«. I 


■ (*“'*■ 
i K ./ ^ 

I 
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“Wo work for smokers." 

i 
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Concwston Stands on the Fidre?^>m:MiB 


There are seven tobacco/candy conceaaioa atande placed 
thrqujfhout the falrKrouads. For 1993, tlwse oonoomon stand a 
were ouatom-bullt using funds provided by Robert Crawford’s 
group; the stands will oe re-used year after year, jin 
addition, we requested special WINSTON signs for tljie 
stands which were producedijhy Ken ITedrloK* /l- w 


t 


A number of key activities centered around the conoossion 
stands: I 


e This year, we were successful in virtually elkiinajing 
Philip Morris presence from the Fair, In spite of the $200,000 
yearly sponsorship money Millar Brewing pays for 
^'Miller Court’' entertainment area. Prior to 1983, Pd salea 
doirinated conoession activity. Our agreement with the 
concessionaire Included the following: 

j 

- Reduction In number of brands carried from 42 to' 19, 17 

of which were RJB, The only 2 competitive brandsj were 
Marlboro King and Newport King. i 

j 

- Prices on RJR brands were $2.75, versus $3.00 fpr 

Marlboro and Newport. | 


- RJR had exclusivity at the concession stand next: to the 
WINSTON PaviUion. 


- RJR had exclusive promotion rights at all concession 
atande. RJR personnvl placed a variety of promotions, 
including 10,000 miscellaneous, leftover WlNS'TON $ME 
T-shirtB and other WINSTON, CAMEL, nnd SALEM 
premiums, which consumers could choose from based on 

a two- or throo-paok purohsse. T-shirts were prominently 
displayed on the concession booths using ’'generic^ 

T-sldrt hangers. 3000 WINSTON Drivers Posters w*re 
purchased t^th NASA opportunistic funds end also| 

Inuludwd in avedlable premiuniB. 

- Suott implemented e "Secret Foirgoer Program" j — 

a mystery-shopper overlay to ensttre that concess^n 
sales pureuiuiel vrarked as hard as poaeiblo for RJR. Each 
cashier was schooled prior to the fair on consumer mission 
ppesentsttunH priamrily targeted against Marlboro and 
Newport King. During the Pair they were to sug^stlvely 
sell our brands Insiead of simply complying with i^quosts for 
Marlboro or Newport. Twice each day RJR persoi^el asked 
someone in tne crowd to approach a boulh and request either 
Marlboro or Newport. If the cashier worked the Oonsumer 
mission otter and suggestively sold an RJR U-uiiajhe/Bhe was 
rewarded on the spot with $10 in cash. I 
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§ WIN STON PavilMon 

Ab in 1992, the WINSTON PaviUion waa an Integral pMt of 
the program. All the 'traditional pavimou elsjmento v^r* In 
place, including the popular WINSTON simulator, W«^ ' 
observed the usual lines of people waiting to ride the 
simulator, and a good level of fiitorest in the other pavUUon 

activities. Approximately 1400 people par day rode j.ho 

simulator* requiring the aimulator to run at maximum eapaoity 
for the entire 12 days of the Fcdr, ! 

a Motorsports Traditions - NASCAR Apaarel Trailer ; 

To further leverage the apace occupied by the Paviliion, 

Scott approached Motorsports traditions (a WiNSTONf* 

NAiSCAR apparel Uoeusee) about a co-op program j 
featuring diacounts on NASCAR apparel with throe j 
WINSTON wraps. 


Motorsports Traditions also provided RJR with a quantity 
of WINSTON NASCAR apparel at no charge which wfa 
used for local performance awarda with RJR reps aii|d for 
retail drawings. 

The apparel trailer wan plnnad on location near our I 
PevllUon free-of-charge baaed on additional negotla^ons 
with Fair personnel. i 

e Other Bonofits 

As part of our agreement with the FsJr, WINSTON t^ceivad 

the following: | 

• Editorial copy In the 1093 Fair Gvdde, 2.2 million I copies 
circulated as a Sunday newopopor insert throughout the 
state of NV (sample enclosed). 

I 

- Pull page ad in the NY State Pair program (samplle enclosed). 

! 

- Free advertising for the FavllUon on the Fair's ejeotronic 
digital billboard rruiii August 1 through Deptamber iS. 


- Free oonoert/event llchsls, frunt ivvir center, 
customers. 


for hay RJR 
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This oomprehQnslvs Fair progratn yiwldaa b number of Btpoi^g wnults* 
spscifloally: 

• 48% redemption of retail free admission offers. | 

m Sales of 3,100 carto&s throuffb the conoesbion atSn^ 
during the 12-day period, of which 2,976, or 96%, wero 
RJR fuU-prlce brands. These results compare with |18% 
in 1992 when RJR <Md not have virtual product exclt^aivlty, 

f Success of the Mystery Shopper program. As tbu fair 
went on, the concessslon workers become very oompjBtltive 
among one another to sea who could switch more cuftomers 
tn an RJR brand. I 

Frank and I both pretended to be competitive smokers, 
and each time received the full consumer mission mepsage 
from the cashier, basically stating that not only wei^ RJR 
brands $.25 less expensive, but tliat premiums were 
available with a 2 or 3 pack purchaae. 

I 

Additionally, since Marlboro Lights were not availabjle 
at the booths, the cashiers were asked to suggest CAMEL 
Special Lights to gain trial, resulting in very strox^ sales for 
those brand styles as woll. I 

One additional note: The ooncessionaire, who ownsj the 
rights to aU seven booths, wm extremely cooperative with 
RJR. In light of the fact that B2% of their sales itj 1902 
oonoiatod of oompetltlva brands, they were taking a risk 
to their sales by moving to virtual RJR exclusivityi It's a 
positive roflootton on Scott Stean’a abilities that nojt only 
were they willing to cooperate' with RJR on this pri>grain, 
but that they worked so hard for RJR to aiiggnatively sell 
our brands to competitive smokers, I 

Summary 

i 

The NY State Fair program is a comprehensive and sffecjtive program 
that makes good use of RJR resources, Evory •xsoutiosml detail had 
been planned up front, from excellent placement of the ticket offer at 
ratall, to placemeut uf baimei's and slgnags at tlio oonoaVsion Stands, to 
RJR exclusivity, to suggestive selling, and so on, Scotjt made 
significant improvements lu itie program from the first yhar in 1992 to 
th^ year's program, and It can be expeoted that he wlU devise 
additional improvements if the program Is i-epeated in 1994. Fair 
personnel are also very enthusiastic about tMs program land are 
extremely cooperative with RJR, in fact, they are ver^ pluased with 
the outcome of events, in that their previous relationship with PU v.'as 
not a pleasant one, and they are more than happy lu «<jct PM virtually 
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Invisible. I spoke with NY State Fair Marketing Director Joe LaOuardla 
several times, and ho relnferood tholr support for the program. 

i 

In addition, Nebieco has approached Soott regarding a oos^eratlve 
sCfurl Tor next year’s fair. There may be ft auwbor of id^ in this 
area, Inoluding co-funding, that would be beneficial for us' and 
Nobisco. 

finally, attached are all ilia oubta oneociated with executing the NY 
State Fair Frogratn. Coat/oarton Is extremely reaBonnble, which 
underscores that the Fair prognun raprueunU a sound uae of our 
dollars. 

Given that WINSTON will continue to leverage its equity in motorsports 
In 18»4, this program which capitaliKes on the PaviUlon and 8ME 
premiums is a natural fit and provides a good reinforcement of that 
equity. 

Bryan, I hope you’ll agjrea that this program deserves support in 1084. 
If you have any questions, please don't hesitate to give aw a call. 

Sinoerely, 


M. A. Simmons 

co; Mr. E. M. McAtee 
Mr. F. G. Petto 
Mr. R. C. Parmer 
Met S< G. Steen' 

Mr. M. Owens (WINSTON BBUl 
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MEW YORK STATE FAIR PROGRAM 


ICOSTS 

• MgTAlLTIOKgTQFiaaft 


AM 

$ siaoo 

DBBC 

1^68.00 

Ticket Bfttoa 

2,000.00 

Additional Tkkete 

18,218.00 

(9,106 912} 


Space / Contract 

18,800.00 

Program Ad 

700.00 

Parking Poaiea 

881.00 


1 86,900.00 


* smcEssuQjLEimomm 


nrivera Poatari 

1 

2,396.00 

T^Shirta, Other 



Mteo. Premiume 


N/C 

Sub-Total 

t 

2,896.0<1 


TOTAL CX)ST8 


$ 88^00.00 


CARTON volum e] 


ReUdi nckfBt OBot 
CoBc^ivion Booihs 


12,000 

2,076 i 


ToUti Volnnio 


14,076 


COST / CARTON; $2.66 


NOTEiTloket b(» cotts wero un«ipQot«<lly low at $.06/boB, Ualnf the typical cost 
Mtloai* of |.7S/boz wovld yield a total program ooii of $6^00 or t4>42 / 
carton. 
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NEW YORK STATE FAIR PROGRAM 


Ticket Boxes 
Additlounl Tickets 
{9,10»®|2) 

Space / Gotttraot 
Program Ad 
Parking Passes 


I 910.0D 
— 

2,000.90 

10 , 212.00 

18,600.00 

700.00 

081.00 


$ 35,900.00 


1,3 


1 + 


Drivers Posters 
T-Skiris, Other 
Mlsc. Pretniutas 

Sub'ToUl 

OTALCOSTS 


% 2,396.00 

N/C 

I 2,395.00 
% 36,300.00 


I Ui 


B $ 
^^1 


CARTON VOLUME 


Retail Ticker Offer 

12,000 

Coaoeaslon Booths 

2,676 

Total Volume 

14,676 


COST/CARTON! 12.56 


NOTE: Ticket hex cost* vrere unexpeetedly low at |.D0/hox. Using the typical post 
estimate of S.70/box would yield a total program ooit of M6,800 or $4.48 / 
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